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Executive Summary 
German carbonated soft drink market 
The German carbonated soft drink (CSD) market is a fragmented market. Two of the biggest 
players hold more than half the total market volume, the third biggest holding under 2 %. 
Drinking 125,5 liters a year, the German CSD consumers favor fruit flavored carbonates, 
which is accountable for 53 % of the market. Discounters stand for the highest sales of overall 
soft drinks (including CSD, energy drinks, bottled water, RDT coffee etc.). 
Diversification 
The German CSD market has a high threat from substitutes. Soft drinks ranging from energy 
drinks to juices stand as valid purchase alternatives. The market is very brand oriented and 
segmented accordingly. Trends such as the “health and fitness” continue to drive demand and 
may cause brand migration if not considered. 
Health and fitness 
The German population is increasingly involved with “health and fitness” trends linked to 
food and beverage. Solo should market accordingly. Sugar is the number one concern in 
regards to CSD, 43 % of our survey respondent’s answer that they were very concerned with 
the amount of sugar in their CSD. After gaining initial foothold, launching Solo Super - a 
sugar free alternative - would address that concern and could be a strategic advantage. 
Cultural similarities 
The German culture is quite similar to the Norwegian culture; affected by factors such as an 
aging population, social media and global trends. Establishing business ties in Germany does 
not necessarily imply great strategic changes in terms of business culture. 
Norwegian inclination 
Germans have a positive outlook on Norwegian products in terms of quality and willingness 
to try. This country-of-origin effect was especially high in the respondents that had already 
used or consumed a Norwegian product. This could be addressed by directly linking Norway 
to every product by incorporating a Norwegian flag in the logo. 
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Introduction 
This bachelor thesis has been written as the final work of the Bachelor degree in International 
Marketing from the BI Norwegian Business School. The thesis was written at the University 
of Mannheim in Baden-Württemberg, Germany, done with assistance of a supervisor from the 
faculty of BWL. 
 
The aim of this bachelor thesis is to analyze the German carbonated soft drink (abbreviated as 
CSD throughout the thesis) market and to assess Solo’s potential in that market. The 
possibility of Solo utilizing existing competence in creating sustainable relationships with 
customer segments will be thoroughly evaluated in the thesis. These evaluations were done 
using widely accepted business models, relevant numbers and structured research content. 
Secondary information was pooled through several channels and primary data was collected 
through direct contact with the respective company and through surveying German 
consumers. Both will hopefully provide the readers with a holistic picture on the strategic 
objectives of this thesis. 
 
Problem definition and research questions 
The problem definition reads as follows; “How can Solo AS successfully expand to the 
German carbonated soft drink market, and build a sustainable position in said market?” 
 
This thesis is written to research all relevant aspects of the German CSD market in order to 
provide Solo with information. We have therefore developed four research questions, 
supporting the problem definition. They will provide a framework for solving the objective, 
and for the authors and readers to clearly perceive the meaning behind this bachelor thesis. 
The research questions are as follows; 
 
• Which internal and external factors are relevant for Solo to analyze in order to create a 
solid position in the German CSD market? 
• What entry strategy is most effective? 
• What segment/segments are most favorable? 
• Which marketing strategies will most effectively reach those segments? 
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Company profile 
Solo AS, as a company, will be introduced in this historical part of this thesis. The history 
leading up to its existence today such as product line, finances and marketing will be shed 
light upon. This will make it easier to grasp the authors’ ideas, the reality of the survey and 
analyzes, and to rationally consider Solo in the positions recommended for them by this 
thesis. 
Origin 
Solo AS is a Norwegian soft drink company, founded in 1934 by Torleif Gulliksrud. The 
brand is known for making orange flavored CSD, considered to be Norway’s favorite drink 
and has on many occasions been referred to as Norway’s national drink. The brand has a top-
of-mind position in the Norwegian market, and is the fourth most sold CSD brand in Norway. 
Furthermore, in April 2014, it had a growing market share of 4,2 % (Haugan 2014). 
 
Solo is today a small part of the bigger company Ringnes, but this has not always been the 
situation. The product was originally produced by Tønsberg brewery and was only a local 
product. In 1940 the brand was acquired by a Norwegian company called Nora and became 
the first national brand of CSD in Norway. In 1948, the producers formed the Solo union, and 
in 1965 they established the marketing company Solo AS, owned by Ringnes AS. Last year, 
Solo had revenues of 51,92 MNOK (Store Norske Leksikon, Solo). 
Ringnes 
Ringnes AS is Norway's largest brewery, founded in 1876 by Amund Ringnes, Ellef Ringnes 
and Axel Heiberg. Today the company is owned by Carlsberg A/S. Ringnes has 
approximately 1200 employees and delivers about 400 million liters of beverages to the 
Norwegian market each year. It was the first brewery in Norway, and presumably the second 
in the world, to grow their own yeast strain. This led to a steady and stable production of 
quality beer (Ringnes 2015).  
Carlsberg 
Carlsberg A/S is the world’s fastest growing brewery and has to this day approximately 
45.000 employees. They sell over 100 million beers every day, and are present in more than 
150 countries (Ringnes 2015). 
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Company product 
The recipe for the original carbonated Solo soft drink originates from Spain, developed by the 
Spanish pharmacist Dr. Trigo. In 1933 he sold the recipe to Norwegian Torleif Gulliksrud, 
who the following year founded Solo. The same year, 1934, the recipe was also sold to 
French Leon Beton, who then founded Orangina. Solo has made six flavors of CSDs over the 
years: orange, lemon, raspberry and rhubarb, melon and lemon, passion fruit, and tropical 
fruits. Not all the flavors managed to keep their place in the Norwegian market, but the 
original orange, diet orange and raspberries & rhubarb are still on the market as of 2015.  
 
Compared to Fanta with 4 % of natural orange juice, Solo’s original orange flavor has 8 % 
natural orange juice. The Solo product contains more of natural sweeteners, since a larger part 
of the sugar comes from real oranges. All Solo products contain the same amount of natural 
fruit juice as well as natural coloring. 
Company finance 
Although the revenues are currently increasing and the costs of goods sold (COGS) are 
declining, the operating costs and finances generates Solo with a negative profit, -1168 000 
NOK in 2013. This negative profit has been ongoing for some time, except for one single 
positive peak in 2012. Looking all the way back to 2005 one can recognize a continuing 
downwards profit (Ødegård 2013). 
 
Operating profit 
 
Figure 1: Operating profit (Ødegård 2013) 
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Company marketing profile 
To fully understand the marketing characteristics Solo has acquired over the years, it is 
helpful to chronologically look at some of the campaigns that have led to Solo’s brand profile 
today. This should be considered if the brand profile is to be adapted to the German CSD 
market. 
 
Solo is known for practicing unusual and very creative marketing strategies. Earning this 
reputation through innovative projects, Solo has taken on “young” and “fresh” marketing 
characters. The elements that lead up to this reputation was that Ringnes split their advertising 
account between two agencies; McCann and Try/Apt. Try/Apt, a Norwegian firm, got the 
responsibility for Solo. Initiating Solo’s new marketing standpoint, Karin Lund and Øystein 
Halvorsen, both former winners of “Gullfisken” - a Norwegian advertisement award, took on 
the responsibility for an immediate new project. Following this prestigious endowment a 
press release from Ringnes and Solo was sent out stating that Solo was going to Los Angeles. 
 
 
(Lund and Tönnkvist 2011) 
 
The whole concept was labeled by Norwegian media as a bold PR-stunt, but general manager 
Joakim Sande thought the Norwegian CSD would be appealing to the American market; “We 
believe that Solo is the World’s best soda, and now it is time to convince the people outside 
Norway about this”. Solo itself compared the PR-stunt as a marketing fight between “David 
and Goliath”. 
 
Solo: USA 
In addition to billboards, Solo was giving out CSD samples in iconic places such as Venice 
Beach, Hollywood Boulevard and Sunset Strip. Additionally, Solo arranged a premiere party 
with the Norwegian-American movie star Evan Ross as host. The award winning Norwegian 
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movie director Lasse Gretland, in cooperation with the famous music artist Rihanna’s music 
video producer Jill Hardin documented it all. Presenting themselves to the world with social 
media, Solo interacts with consumers through celebrity endorsements and association. An 
example of this happened April 14th 2011, when Solo bought a Twitter message from Paris 
Hilton, stating: “Norway's national drink Solo - soon to be world famous! Join my Vikings 
and get your fame on here http://jol.ly/0ODI #vikingblood (ad)” (Henriksen 2011). 
 
The response on the ground level of the marketing stunt regarding the billboards and samples 
was overall positive, but as marketing professionals had predicted: “you don’t go in the ring 
with someone that is going to knock you out in the first round” (Rostad 2011). Sales were not 
affected in any significant way by the concept. 
 
Solo: message in a bottle 
In June 2013, Ringnes introduced the marketing stunt “Solo: message in a bottle” in 
Norwegian named “Solo flaskepost”. An easily recognizable Solo bottle, nine meters in 
length, was released off the coast of Tenerife. It was fitted with a GPS-transmitter so the 
bottle could be tracked at all time. 
 
This GPS-transmitter was connected to an app where the consumers could follow the location 
of the bottle at any given moment, and guess where it would drift to shore. When the bottle 
eventually arrived to shore, Solo would arrange a party on that location. The GPS-signal was 
lost at one point, but after almost 170 days on the sea, Ringnes released a message saying that 
“Solo: message in a bottle” had come to shore at Los Roques Archipelago, a group of islands 
west of the Caribbean, off the shore of Venezuela. The Solo bottle had at that point travelled 
4157 nautical miles. 
 
Solo: hot air balloon 
In April 2014 Solo and Ringnes released a 37 meter high and 11 meter broad hot air balloon 
in Norwegian called “Soloballongen”. The concept of “Solo: hot air balloon” was to create 
curiosity and to gain brand recognition internationally (Ringnes 2015). The hot air balloon 
would travel to pre-elected towns in Norway, and hand out samples of their product, what 
they now tabbed “the world’s best soda”. Solo released an accompanying app on which you 
could mark your hometown (or a town of your choosing), and if enough people voted for one 
specific town Solo would send the balloon to that location. 
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New campaigns reflect Solo’s attitude to marketing. The two ventures mentioned above show 
very clearly the intentions of international acknowledgment. Utilizing guerrilla-marketing 
strategies, following trends in social media, and associating the brand with famous celebrities 
are all signs of a young and current marketing department. 
 
Solo: Goodiebag  
The first act was to update the Solo logo that would go with the new bottle design. This would 
accompany the increased investments in marketing they would undergo. Whereas Solo has 
had the majority of their sales during the Easter holidays and spring, they would now 
implement marketing that would associate the brand with all seasons. Merchandise 
representing winter, summer and fall, such as, sweaters, rain jackets, hats, caps, sunglasses 
and more was designed, all draped in the 2015 updated logo (Solo 2015). 
 
All this new merchandise is accessible through a new app. Every few weeks it is possible to 
win new products, and there are thousands of opportunities. The app has the ability to 
recognize Solo ads, and awards the user for doing so. This is done on the app through 
recognition of sounds (a function like Shazam), entering and scanning codes, and push 
notifications from the app telling users where to find ads. Scanning or recording the codes 
mentioned above, always gives you an award. This would be either seasonal merchandise, or 
a digital “Solo Dollar” on your app. Win ten Solo Dollars, and you can pick up a free Solo at 
their retail partners. 
 
Solo also created two television commercials (TVC). One of these introduced Solo’s venture 
in the US, showing their assimilation with Texas culture. This TVC was made in three 
versions, lasting 20, 45 and 90 seconds. The second commercial introduces the merchandise 
and features the new seasonal Solo clothes and prices. This commercial is split into six 
different versions, all showing different merchandise, and lasting 20 seconds. 
The Norwegian CSD market 
To conclude the historical part of this thesis about Solo, some insight on the home market of 
Solo is necessary, namely the Norwegian CSD market. A Norwegian individual drinks 67 
liters of CSD during an average year. The most beloved drinks are cola- and orange-drinks. 
Solo is the fifth most sold drink in Norway with a market share of 4,2 % (Haugan 2014). That 
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might be perceived as insignificant, but as we will delve into in this thesis, the international 
competition is substantial in the Norwegian market as well as in the German CSD market. 
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Methodology  
The methodology of our thesis follows a classical research process model by Gripsrud, Olsson 
and Silkoset (2011, p. 36). As an initiation of the research the aim of the process was planned, 
preceding the research questions. The research design was chosen as a third step, and the data 
was collected following said design. By analyzing all the collected data, a conclusion was 
drawn regarding the most interesting and relevant findings. 
 
Figure 2: Different stages in the research process (Gripsrud, Olsson and Silkoset 2011, p. 36). 
Research design 
Research design requires different approaches to the answering of the various survey 
questions that are relevant in connection to a specific analysis. The survey's design involves 
the description of how the whole analysis process should look in order to be able to solve the 
current problem. In that connection, it is particularly important to know what types of data 
you need, how this data is being obtained and why it should be analyzed. In other words; the 
design involves all stages of the research process. 
 
The choice of design depends on how much we know about the specific research area and the 
ambitions we have for analyzing and explaining. It is common to distinguish between three 
main types of design: explorative-, descriptive, - and causal design (Gripsrud, Olsson and 
Silkoset 2011, p. 38). 
Aim	  of	  
reseach	  
Research	  
ques0ons	  
Research	  
design	  
Data-­‐
collec0on	  
Data	  
analysis	  
Conclusion	  and	  
report	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Descriptive design 
The following description is based on Gripsrud, Olsson and Silkoset (2011, p. 41-43). When 
using a descriptive design, the analyst has a basic understanding of the problem area. The 
purpose of descriptive design is - as implied by the name - the description of a situation in a 
particular area. That may be the level of a single variable, or the relationship between two or 
more variables. 
 
Surveys that use structured questionnaires and a selection of respondents from an audience 
are typical utilizing a descriptive design. If the goal is to draw conclusions between variables, 
one can use analysis of data collected using standardized surveys. By using secondary data, 
one can analyze whether relationships exist or not. With a descriptive design, we have a basis 
to claim that there is - or is not - covariance. 
 
Different forms of surveys are used to obtain data. The questionnaire is an instrument to 
collect information that makes communication between the interviewer and the respondents 
standardized. In principle, all respondents are asked the same questions in the same order, 
which we also did in our study. The respondents all receive the same answer options. 
To collect more information about where, when, how often and how much the German 
respondents consume CSD, we used the descriptive design. By using this design, we were 
also able to gather information about their lifestyle, attitudes towards Norway and Norwegian 
products, which proved to be valuable information for the research.  
Data collection 
We collected the responses over a period of 30 days. To collect the primary data, we used the 
web-based survey of SoSCi. This type of data collection is usually called the administration 
method, since we use the Internet to collect answers from the respondents (Gripsrud, Olsson 
and Silkoset 2011, p. 77). By using the Internet to collect data, we were able to reach 
respondents from different parts of Germany. Moreover, it is also more efficient to use the 
Internet to collect data. Since the survey needed approximately 10 minutes of the respondent’s 
time, it was more challenging to ask unknown people on the street if they were willing to 
sacrifice that much time to answer questions. The survey was translated to German, making it 
easier for the respondents to fully understand the questions asked.  
10 
 
The Likert scale is named after Likert (1932), who originally described this way of measuring 
attitudes. The respondents are asked to indicate to which extent they agree or disagree with a 
series of statements about the phenomenon one wishes to measure the attitude. Nowadays, the 
scale is mostly used to analyze how the attitude of a phenomenon can be split up into different 
sub-components (Gripsrud, Olsson and Silkoset 2011, p. 107). 
 
Survey Findings  
Having gathered all the information necessary, we will now commence with a deeper analysis 
of the answers. Using the survey respondents as a representation of German CSD 
consumption, graphs and charts will be presented to illustrate the different aspects of our 
research. 
General 
The survey has 108 respondents of whom all live in Germany. Respondents not being 
Germans were removed from the results, because of the lack of relevance for the thesis. The 
survey was pretested in advance. 
 
We asked several questions regarding the consumers CSD drinking patterns. Moreover, the 
survey included numerous questions about their lifestyle, how much they normally spend on 
CSD, willingness to try out new CSD products, their associations to Norway and Norwegian 
products and about demographic information. More than half of the questions in our survey 
were answered with a seven point “Likert scale”, ranging from not true to very true. This gave 
the participants the possibility to make a neutral answer were it was needed. The seven point 
Likert scale also made it easier to find out who really agreed and who partially agreed on the 
given statements. These answers can provide us with valuable information, which is needed to 
complete this research for Solo AS. 
 
To collect the data, we asked German people we know, and we kindly asked them to further 
ask their friends and family. Moreover, we asked a few random people on the street and 
employed workers at the university. Additionally, we posted the survey on different German 
forums where we asked them to participate. In that way, we managed to receive information 
and answers from different parts of Germany. 
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Demography 
The majority of the respondents in the survey were aged between 19 and 29 years. Thirteen 
were between 30 and 45 years, while five were aged between 46 and 60 years. Only one 
person was older than 60, and none of the respondents were between 12 and 18 years old. 
62 % of the respondents were women, whereas 38 % were men. The majority of the 
respondents (34 %) had a monthly income between 500 € and 1000 €. The relatively low 
income can be explained with that most of the respondents are students, and therefore, most 
of them do not work (but may receive scholarship), or they have a small part-time work. That 
might also explain why 28 % of the respondents have a monthly income between 0 and 500€. 
17 % of the participants have a monthly income between 1000 € and 2000 €. 9 % earn 
between 2000 and 3000€. The rest of the participants (12 %) earn between 3000 € and 5000 €, 
or more than 5000 € per month. We assume that there is a correlation between age and 
monthly income, in other words, the older the participant, the higher is the income in average. 
 
As many as 70 % of the participants were students, and 20 % were in full-time employment. 
A minor part of the respondents were either in part-time employment, a pupil, independent, 
housewife or houseman, retired or seeking for work. The reason for the high participant rate 
among students can be explained by that we used Internet websites to collect answers several 
times, which are mainly used by students. Regarding the participant's´ highest completed 
education, the majority (50 %) had a bachelor, 35 % had finished high school (abitur in 
Germany), and 11 % had a master’s degree. The remaining 4 % were either in secondary 
school, vocational training or had a Ph.D. 
 
The geographical distribution of respondents was somewhat unevenly spread across many 
regions: Baden Württemberg with 34 %, North Rhine-Westphalia with 25 % of the 
respondents and Bavaria with 11 %. Some also came from Hamburg (7 %), whereas 5 % 
came from Hessen. 11 % of the respondents either came from Berlin, Lower Saxony or 
Saxony. The remaining 7 % were participants from Thuringia, Schleswig – Holstein, Saxony 
– Anhalt, Rhineland – Palatinate, Mecklenburg – Vorpommern, Bremen and Brandenburg. As 
we can see, the majority came from Baden Württemberg. Nevertheless, the response rate was 
spread between most of Germany's regions. 
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Consumption habits 
 
Figure 3: How many liters of carbonated soft drink do you consume in a regular week? 
 
A logical way of starting an analysis is first to look at the very basic questions that sum up the 
essence of the survey. The first of the two figures above shows the weekly consumption of 
our survey participants, Y-axis showing amount of people and X-axis a seven-point scale 
ranging from “totally disagree” to “totally agree”. It is clear that the CSD consumption is 
quite low, with 34 % not drinking any CSD at all during a regular week. Looking at the 
columns in this graph we can see that the highest percentage of consumption by the 
participants drinking CSD are between 0,5-1 liter per week 
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Preferred container 
 
Figure 4: Which kind of container do you prefer? 
 
 
It is clear that the two favorite containers of CSD are 0,33 boxes and 0,5 liter bottles (figure 
4). Looking at the pie chart and comparing it to the columns in figure 3, we can assume that 
the average CSD purchase of our respondents are two or three products per week, most likely 
containers being 0,33 liter boxes and 0,5 liter bottles. 
 
The preferred container can be related to the respondents to the survey. As mentioned, the 
majority of the respondents are students, and that may also explain why the 0,33 liter boxes 
and 0,5 liter bottles are preferred. We assume that students most likely buy the CSD for 
themselves, and therefore, they tend to buy a small CSD rather than the 1 liter or 1,5 liters 
bottles. It is more convenient to buy a 0,5 bottle on-the-go, compared to a larger bottle. The 
largest bottles are maybe more likely to be bought by families, since the CSD is probably 
shared between several family members. Moreover, families did not represent the majority of 
the survey, therefore, we assume that it might explain why the smaller bottles are preferred. 
Location of purchase 
Looking at our survey, we see that a substantial amount of the respondents buy their CSD 
products in supermarkets, rather than in kiosks, gas stations or vending machines. On a scale 
of 1-7, where 1 is totally disagree and 7 is totally agree, 40 % of the respondents say that they 
totally agree with the statement “I usually buy my CSD at the […] supermarket”. The answers 
show us that they “totally agree” with the same statement, only regarding: Kiosk 5,50 %, Gas 
station 3,70 %, Vending machine 5,55 %. These numbers reflect the food-and-drink 
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environment in Germany. Supermarkets and Hypermarkets hold more than 50 % of the CSD 
market share (Marketline Industry Profile 2013). 
 
We identified ten scenarios where CSD consumption tends to be potentially higher than usual, 
and these were presented to the respondents. Not surprisingly, out of ten, the following were 
the ones where people are likely to drink more CSDs; (1) summer, (2) weekends, (3) party. 
Willingness to pay  
  
Figure 5: How much are you willing to pay for your favorite carbonated soft drink? 
Figure 6: How much are you willing to pay for a new, innovative carbonated soft drink? 
 
 
The two graphs above provide interesting findings. It is a comparison of the amount of money 
the survey participants were willing to pay for their favorite CSD and their willingness to pay 
for a new, innovative product (1 liter). This would highlight the participants’ willingness to 
pay for their already existing favorite CSD, and potentially the marginal increase/decrease in 
willingness to pay if the product was “new and innovative”. On the first graph, we can see 
that the majority of CSD consumers are willing to pay between 1,26 – 1,75 € for their favorite 
CSD. The surprising discovery is that the majority of respondents say that they are willing to 
pay between 1,76 – 2 € for a new CSD product. The discovery tells us that adding an 
innovative factor (a competitive product advantage) to the CSD increases the marginal 
willingness to pay significantly. 
 
Overall, we can conclude that this is valuable information for Solo, knowing that consumers 
are actually willing to pay more for a new and innovative CSD than for their favorite. 
Therefore, if entering this market, the company does not necessarily have to be a low-cost 
provider in their pricing strategy. If Solo was to meet the demands of the respondent segment 
drawn to new innovative products, it would be very profitable.
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Willingness to try new CSDs 
 
Figure 7: I am open to try new carbonated soft drinks 
 
We decided in our research to analyze how customers´ willingness to try new CSDs, would 
turn out, and if it could appear as a remarkable factor. The question about willingness to try 
out new CSDs might be highly relevant for Solo if entering a new market. The graph shows a 
significant positive attitude towards the willingness to try new beverages. The majority of the 
respondents say it is very true that they are willing to try. If entering Germany with a new 
product, this information is highly valuable. Knowing that the greatest part of the respondents 
is positive towards new products, is a satisfying sign for Solo. 
Importance of content  
We received interesting knowledge about consumers´ different preferences regarding the 
content in the CSD they buy. In the survey, the respondents were asked about how important 
it is to them that the amount of certain ingredients in their beverage is held to a minimum. The 
ingredients that the survey participants were asked about were sugar, stevia, aspartame and 
fructose. The answers gave insightful information which might be useful and important when 
finding the reason for the increase in willingness to pay, and when introducing the words 
“new and innovative”.  
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Figure 8: I prefer a minimum amount of sugar in my carbonated soft drink 
 
The respondents are highly concerned about the amount of sugar the CSD contains. As many 
as 43 % of the participants say that it is very important that the CSD they buy contains the 
least amount of sugar as possible. 29 % respond that a low amount of sugar is important. 
Another interesting finding, was how the willingness to pay changed depending on if the CSD 
they buy is a bio-product or if it contains natural aromas. A major amount of the respondents 
are willing to pay a higher price if the CSD is a bio-product. The same applies to if the CSD 
contains natural aromas. Therefore, if entering the German market, it might be valuable to 
take these facts into consideration. 
 
As mentioned above, the study also inquired if the content of stevia and aspartame influences 
their willingness to pay. In these cases, there was not a significant difference in content and 
willingness to pay. The participants have remarkably diverse opinions about the importance 
of a minimum amount of aspartame and stevia in their CSD. There is an even distribution 
over all the response options. Therefore, it is not possible to draw a significant conclusion 
whether or not the willingness to pay is influenced by the content of stevia and aspartame. 
The same also applies for the question about fructose. The participants do not care especially 
about the content of fructose in the CSD they buy. 
 
This tells us that the content of stevia, aspartame and fructose are not as essential factors for 
the consumers when choosing a CSD, compared to the content of sugar and natural aromas. 
Moreover, the fact that the CSD is a bio-product is also a more influential factor for 
consumers when buying the drink, than if it contains aspartame, stevia or fructose. 
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The importance of price 
Germans tend to be particular price sensitive, which was something we thought the graph 
above would show. However, the respondents actually tend to be in the middle range between 
price sensitive and not price sensitive. The majority of the respondents score 4 and 5 on the 7-
point Likert scale on the importance of price when buying CSD. The fact that importance of 
price is lower than first expected, compared with the findings which showed that willingness 
to pay is higher when trying a new CSD product, one can argue that price is not the most 
important factor for consumers when choosing a CSD. 
Importance of taste 
Another interesting finding was how important the factor “taste” is when deciding for a CSD. 
All of the respondents say that it is true or very true that the taste is important when choosing 
which CSD to buy. Taste is extremely important for the consumers, and they are willing to 
pay more for a CSD with a preferred taste. Therefore, when creating a marketing campaign, 
Solo should focus on taste rather than price.  
 
 
Figure 9: I prefer orange flavored carbonated soft drinks 
 
Answers from the survey show that the majority of the respondents prefer orange flavored 
CSD. The majority scores 6 out of 7 on the Likert scale. Compared to different flavors like 
lime, grapefruit and lemon, the orange flavor scored the highest among the participants. This 
shows that potential consumers respond positively to a possibly new orange flavored CSD. 
On behalf of the product´s Solo is producing, this is a promising result. If entering Germany, 
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Solo might take this answer in consideration and continue producing and distributing the 
same products as in Norway.  
Activity 
The majority of the respondents score 5 or 6 on a Likert scale on the question if they see 
themselves as an active person. We can also see that, probably the same majority of the 
respondents score 1-3 on the question if they see themselves as an unathletic person. 
 
It is important that considering yourself as active or unathletic is a very individual 
consideration. While one man walks six blocks to his job every day and considers himself an 
active person, another man might walk to his job, run in the evening and take long walks with 
the dog in the weekends, and that is what he sees as active. This type of questions is easy to 
interpret into your own favor. Another factor that should be taken into account is that not 
everyone is able, even to him- or herself, to be honest about not being active, or to be an 
unathletic person. This can affect people’s honesty even though they are 100 % anonymous in 
a survey like this. 
 
An interesting finding we discovered about the correlation between consumption habits and 
exercise was that there are no correlations between exercising and the consumer’s 
consumption of CSD. In other words, according to our survey,  people do not drink more or 
less CSD based on their exercise. Based on our external analysis, this was a factor we thought 
should be relevant for Solo, but instead it showed us that it is not going to play any significant 
role for consumption. 
Associations to Norway and Norwegian products 
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Figure 10: I am open to try Norwegian products 
 
In the question “What do you associate with the Solo logo” it could be interesting for Solo to 
notice if there is a specific season of the year where an introduction or even campaigning 
would fit the most for the Germans associations of the logo. The responses show that a 
majority of the respondents associate the Solo logo with summer and sun. Moreover, this also 
applies for the Norwegians, who associate the Solo logo and product with sunny summer or 
the Easter season. It is a fact that the sale of the Solo CSD increases in the Easter period every 
year in Norway (Tobiassen 2015). The brand has built a strong position in the Norwegian 
market in this time of the year, mostly because the strong associations Norwegians have to the 
brand as a fresh and colorful Easter CSD. 
 
We have learned from our respondents that they associate Norway with nature and fjords. 
More than half of the respondents have strong interpretations that Norwegian products are 
interesting. As expected, the respondents associated Norwegian products with high prices. 
Moreover, this is not necessarily negative, as we can assume that the willingness to pay 
increases when a product is perceived as high quality. This can be linked to the “country of 
origin effect” associating a brand or product with the country said product or brand originates 
from (Roll 2008). Again, more than half of the respondents find Norwegian products 
interesting and think of them as high quality products, this is good news thinking of a 
potential future expansion to the German market.  
Finding of information 
In the survey, the participants were asked about where they find information about new 
products. Different channels and places were identified, and they could answer from a 1 to 7 
point Likert scale whether they agreed or disagreed on the different suggestions. Potential 
interesting findings can for example be used to know where to promote for a new product in 
Germany. 
 
As many as 64 % of the respondents score 5, 6 or 7 out of 7 on the Likert scale, on the 
question if they find information about new products on the shelves in stores. By placing a 
new product next to a well-known, popular brand, a product can attract more attention. 
Furthermore, the products are also more likely to be noticed if they are placed on the shelf at 
eye level. 
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32 % of the respondents say that they totally disagree or disagree on the question if they find 
information in the newspaper. As many as 56 % of the respondents disagree with the 
statement that they find information in online versions of the newspaper. This can indicate 
that it is not very advisable to advertise for a new CSD product in these specific medias. 52 % 
do not find information about new products in online magazines. A slightly higher percentage 
(58 %) of the respondents” totally disagrees” or “disagrees” on the question that they find 
information on flyers. This indicates that using flyers for strategic purposes is not a good 
marketing strategy. 
 
55 % of the survey respondents score 4, 5 or 6 on the 7-point Likert scale that they find 
information in social media like Facebook, Instagram, Twitter and Flickr. The same amount 
of respondents scores 5 or 6 on the question if they find information about new products on 
billboards. Many of the respondents say that they receive information from friends or 
colleagues. The majority also agrees on that they receive information on the TV. To sum up, 
we can say that the majority of the respondents receive information about new products 
through the shelves in store, on social media, billboards, friends and colleagues and on TV. 
Buying patterns 
63 % of the respondents say that they always buy the same kind of CSD, for example orange 
CSD. Furthermore, the participants were also asked about whether or not they tend to buy the 
same brand when they bought a CSD. The answers to that question did not show a clear 
tendency. This information tells us that the kind of CSD the consumers buy is more important 
than the brand. Therefore, a new orange CSD might attract attention and awareness among the 
consumers, even though they have not heard about the brand before. 
 
32 % of the respondents say that they totally disagree on the fact that they tend to buy the 
same CSD as their friends, family or colleagues. As already mentioned, the respondents are 
ready to try out a new, innovative CSD. Although their friends maybe buy one kind of CSD, 
the majority of the respondents do not follow their friends´ patterns, so they are maybe more 
likely to try out the new CSD even though their friends buy another kind of CSD. 
Research limitations  
Regarding the size of the survey, we believe that 108 respondents cannot mirror the demands 
of the general German population. The limited number of people weakens the reliability of 
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each discovery. Limited resources and channels to convey our survey can be recognized in 
our research. 
 
With the knowledge of our correspondent’s professions (70 % being students) and the 
knowledge of our correspondent’s age (82 % being 19-29 years old) we guess that there are 
large segments that are being ignored. The similarity of lifestyle between students, relative to 
other segments would be shown if the size of our survey was bigger and had a larger 
demographical and geographical spread. This would apply to many underlying factors 
regarding our whole survey.  
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Internal Analysis 
In the following section, the company’s internal environment will be examined. By evaluating 
different factors through analysis like the BCG-matrix, Bakka and ACE, important 
information for the company will be emphasized.  
 
BCG-Matrix 
In the first part of the internal analysis, we have chosen to apply the BCG-matrix. By using 
the BCG-matrix, it is possible to analyze the need for marketing efforts and use of resources 
in the various markets in a more systematic manner. It provides the company with an 
insightful and clear basis for making managerial decisions. By focusing on the Norwegian 
market, which is Solo’s reference- and only market, we will use the BCG-matrix to identify 
the position of Solo’s products. As mentioned in the company profile, Solo has a 4,2 % 
market share in Norway. By identifying Solo’s position, we can find the internal strengths that 
can be useful in a possible internationalization. 
 
BCG – Boston Consulting Group Matrix was developed in the 1970s. The matrix is a tool that 
has been widely accepted and adopted by consultants and strategy planners. The model is 
based on two factors; (1) market growth, and (2) relative market share that the company has 
in the market. Businesses can analyze what position their products have based on the two 
dimensions (Solberg 2010, p. 146). 
 
The reason for the matrix lies in the term "market share", which is related to the earnings 
ability of the business. High market share involves high earnings. In the "star" position, the 
company enjoys a good market share and significant market growth. Having a product in this 
position indicates that earnings are high but the company should reinvest profits to keep pace 
with the market growth (Solberg 2010, p. 146). 
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Figure 11: Boston Consulting Group Matrix (Solberg 2010, p. 147) 
 
In the “question mark” position, the company should consider whether it could develop 
competitive advantages that would grant a “star” position in the long term. The company 
needs to decide whether it should (1) invest in the product and become the market leader or 
(2) give up the whole product. The products in the “question mark” position have low 
earnings because of low market share, and the company needs a supply of capital and tactical 
investments to achieve a better market position (Solberg 2010, p. 147). 
 
A company that has a product located in the "cash cow" position indicates that the product is 
profitable and that reinvestment requirements are minimal because of the growth in the 
market is low. There is no need to invest the whole profit to maintain the current market share 
(Solberg 2010, p. 146). 
 
The position, which has been titled "poor dog" should either sell off or carry the product as 
long as it has positive revenue (but not make any investments). It is the product position with 
both low relative market share and market growth rate, and it is the least profitable product 
class in the BCG-matrix (Solberg 2010, p. 229). 
 
Concluding, Solo’s largest market share was during the 1960s. At this point, Solo held 
approximately 25 % of the total market volume (Travelbusiness 2014), but as it is today the 
market share in their reference market is 4,2 %. However, it has started to slightly increase, 
and Solo is now experiencing a small growth (Solo 2015). Accordingly, we place Solo in the 
“question mark” field. This means that Solo has to consider whether or not they should 
Star	   Ques0on	  mark	  
Cash	  cow	   Poor	  dog	  
BCG	  
Matrix	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develop their competitive advantages, which means that they need to decide if they want to 
invest in a product or give it up. Compared to the biggest competitors in their reference 
market (Coca-Cola etc.), Solo has a low market share and low earnings. We therefore 
recommend Solo to not give up on their products, but instead continue to invest in them. To 
achieve a better market position we further recommend Solo to continue their investment in 
social media campaigns, since we have seen a growth in user rate in this media.  
 
Internationalization 
We have chosen to look at various explanations for companies' internationalization. A 
detailed understanding of this process will help us to understand how Solo can best utilize its 
resources in international markets. “Internationalization can be described as a process which 
step by step evolves the international business culture in the individual company, through 
evolvement of attitudes, competence and a continuous steeper stagnation of both in an 
organization” (Solberg, 2010, p.138). 
 
The internationalizing process has various stages, some of them are described through the 
Bakka-model, which will be explained below. Furthermore, the findings can then be used as a 
description of how far Solo has come in the development of "the good export circle" (ACE), 
which will be explained after the Bakka-model. 
 
The Bakka Model 
An internationalization model in distinctive phases – from trail export, through extensive and 
intensive export to international marketing, was first presented by Bjarne Bakka (1973). The 
Bakka – model describes the factors that are believed to affect a company's decision in 
different stages (Solberg, 2010, p.119). This model explains how companies should perform 
in international markets. It is a part of the internationalization process and contains five 
phases that are; trail export, extensive export, intensive export, multinational marketing and 
global marketing. 
 
We have included this model to determine where Solo’s position is today, as we know Solo is 
not yet on the international market. By placing Solo in this model, it is possible to analyze 
information about how prepared the company is for a potential expansion to the German 
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market. The different phases this model is based on will provide us with important knowledge 
regarding some of Solo’s internal factors. Each phase and their different characteristics will 
be described in more detail, before we draw a conclusion about Solo and which phase the 
company belongs to.  
Trail Export 
In this phase, the lack of important knowledge about export technical matters, like 
customs/duties, exchange rates, export conditions, payment and import regulations, are among 
the main challenges for the company board. The company is perhaps not aware of the crucial 
characteristics of the different business cultures. Moreover, another main challenge for the 
company management in this phase is that all levels of the company should support the export 
venture. This is perhaps the most important challenge, which is particularly critical in an 
initial phase, where because of poor knowledge they are going to face many challenges, thus 
losing time and money. A general experience is that it might take five to six years before an 
export focus begins to provide reasonable returns. Thus, it is clear that small and medium 
enterprises with weak financial base will have particularly big challenges. Because of basic 
elementary mistakes, the first export initiative often happens to get really expensive (Solberg, 
2010, p. 119-120). 
Extensive export 
In this phase, the company prefers to do several deals, where they end up with an agent 
network in several countries without sufficient resources to follow up. They have simply 
become overconfident. The mission tends to be unclear, and the CEO is often alone with the 
contact for the export markets (Solberg, 2010, p.120). 
Intensive export 
In this phase, the company export starts to affect the company. The products they sell are 
mainly domestic products, perhaps with minor adjustments. They gain more experience, and 
therefore, the company can make more rational and conscious decisions. Moreover, the 
company can avoid the least lucrative markets and concentrate their efforts on what will 
eventually be called primary markets (Solberg, 2010, p. 120-121).
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Multinational marketing 
Two important realizations for the business management are involved in the multinational 
marketing – phase. First, the export constitutes an integral part of the company’s total 
business, and has become an indispensable part of the business. It is not from the domestic 
markets, but from export markets that the most important growth impulses show up. This 
means that the dependence of foreign countries is increasing, and the need to take 
international engagement up to careful consideration becomes more urgent. On the other 
hand, advertising is important for the products to be noticed. It is crucial that the company has 
knowledge about the market, and analyzing is an important tool in this phase. Moreover, they 
have to create clear objectives for the business. This includes among others the choice of 
market and segment, product customization and product development, active pricing policy, 
the choice of distribution channel and market impact (Solberg, 2010, p. 121). 
Global marketing 
This phase shows how the various phases of the internationalization model are expected to 
degenerate regarding to a number of different variables. These can be export motive and 
different strategies for the selection of markets and marketing mix (Solberg, 2010, p. 121). 
Bakka conclusion 
Concluding, we find that Solo is working under trial export. Solo is currently only selling 
their products in Norway and do not export abroad. Previous, they have tried to expand to the 
American market, without significant export results. Through different marketing activities 
Solo has been localizing new potential markets to enter internationally. By creating a fun and 
creative picture of the brand, and utilizing the different marketing channels, Solo aims to 
increase their profit and build a stronger brand name among the consumers. In the future, Solo 
will hopefully be exporting to new markets and build a sustainable foothold there. Judging 
from the slogan “Solo, soon to be world famous”, one can assume that Solo´s vision includes 
global expansion.  
 
If Solo decides to distribute their products in the German market, these are challenges they 
should have in mind. It is highly recommendable that the board is aware of potential cultural 
differences. Moreover, it is important that all levels of the company support the export 
venture. In addition, the more knowledge they have about export technical matters, the more 
they are prepared to withstand the different challenges that might occur. 
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ACE 
The ACE model identifies, through several factors, what characteristics a company culture 
must take on to become successful exporters. It is important to remember that 
internationalization is a process of learning, and that the attitudes and competences of the 
company are incorporated and backed up by the management. ACE is also known as “the 
good export circle” (Solberg 2010, p. 138). We have chosen to include this model to analyze 
internal factors in the company. These factors may play an important role in the developing of 
Solo’s future strategy. 
                                                    
 
Figure 12: ACE Model (Solberg 2010, p. 138) 
 
Attitudes 
Identifying the attitudes thoroughly requires insight in the organizational psychology of the 
company, and an understanding of the consequences of one’s attitude in a respective market. 
The factors that describe the attitudes of a company are willingness to take risks, market 
orientation, attitudes toward cultures and opportunity orientation (Solberg 2010, p. 132-135). 
We have chosen to focus on three significant factors concerning a company’s attitude. They 
are (1) willingness to take risk, (2) attitudes towards cultures, and (3) market orientation. 
These are the significant attitude factors that should be possessed by the management and all 
employees. They are crucial to define the company’s activities and decisions in the process of 
exporting a brand internationally (Solberg, 2010, p.132). To succeed as exporters, an attitude 
the firm should have is “perceptiveness” (Course hero 2014). As part of market orientation, 
we have added this special section about perceptiveness, and focused on this as a third point. 
Empodiment	  
Competence	  
AEtude	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We believe it effectively reflects a relevant part of attitudes towards culture (culture being 
both German culture and the global youth culture). 
 
Willingness to take risk 
The steps leading to high profits, brand equity and success usually require large amounts of 
risk. Calculating this risk, and making the correct investments with the right timing is 
essential. Exporters who are less afraid of risk taking tend to be more successful than 
exporters who are more cautious (Solberg, 2010, p.133). Solo is currently only present in one 
market; Norway, but they are in the process of internationalization. International ventures, 
mentioned earlier in the company profile, have proven that Solo is “active risk takers”. 
Investing heavily in brand equity, Solo relies on taste in the markets they are currently trying 
to penetrate. 
 
Attitudes towards cultures 
An adaptive attitude towards culture is crucial in an international marketplace. Gaining brand 
equity in a foreign country requires knowledge of the traditions, norms and rarities of said 
culture. Tapping into the source of the customer’s needs depends on your insight in their 
lives, and culture is often a big part of that (Solberg 2010, p. 134). In Solo’s case: even by 
stating that “the best soda in the world is Norwegian”, marketers routinely calculate that this 
message resonates with the recipient. Americans for example, were very positive to the 
Norwegian aspect of the CSD, and enjoyed the fact that Solo made such a bold statement. 
This would for example not work as well in Sweden. Commercials showing Solo’s 
participation in American traditions and pop-culture (e.g. Texas TVC, and celebrity Twitter 
marketing) are testaments to their adaptive attitude towards foreign culture.  
 
Perceptiveness 
Perceptiveness, in this context, is the ability to sense the consumer’s feelings towards your 
brand. Knowing what associations your customer segments have towards your products and 
your brand is essential in marketing. Solidifying positive perceptions and proving negative 
perceptions wrong are two of the factors that divide successful and unsuccessful brands. 
Solo has managed to tap into a Norwegian cultural element. That is the element of an active 
lifestyle. It has solidified the perception that Solo is associated with winter sports, mountains 
and hiking. They did this for example through campaigns on social media urging people to 
take pictures and labeling them (hashtag) #SoloMoment and enjoying a stream of pictures 
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including snow, outdoor activities and sun. During the last two quarters, the “Goodiebag” 
marketing campaign has targeted the perception of Solo as an “Easter drink”, and is trying to 
create associations towards the rest of the seasons, solidifying and adding to their position in 
the Norwegian market. 
Competence 
Knowledge and experience are essential if a company is going to succeed as exporters. The 
competence part of the ACE model explains which competencies required by a company that 
wants to successfully export their brand internationally. Solo has been in the Norwegian CSD 
market for over eight decades and, as a part of Ringnes breweries, has good knowledge about 
the CSD making process. They also have highly qualified employees (Ringnes 2015). The 
strong organizational structure of Ringnes provides Solo with a strong network of integrated 
distributors, selling directly to retailers across Norway. Solo as a brand has nearly no 
experience in the international market, but Carlsberg, the owner of Ringnes, can provide Solo 
with a strongly imbedded German distribution system. In the process of exporting a product, 
this knowledge and structure has a great potential. In the process of becoming successful 
exporters, it would be beneficial for Solo to take use of competencies from their owner and 
make it their own.  
Embodiment 
Embodiment is the representation of a certain set of qualities. In the light of the ACE model, 
this means that the firm must incorporate the correct attitudes and use the competencies that 
will eventually lead to success in exporting their brand. Management must integrate these 
qualities on all levels of their strategy, and the directors must spend enough time and 
resources on the internationalization (Course hero 2014). 
Creating campaigns to increase the brand level internationally with the same effect as they did 
in Norway will prove challenging for Solo. Solo must embody a German set of cultural 
components, using them to their full potential. This will require heavy resource backing and 
significant research. Furthermore, they must convert the years of competence from the 
Norwegian market into competence that will reach German segments. 
Summary ACE 
The ACE model creates a framework for the internal focus of the company and how it should 
be incorporated and presented. Analyzing the attitudes towards culture and competencies of 
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Solo, we identify that the company has global potential. Embodying these attitudes and 
competencies throughout the firm requires risk willingness and determination from the 
management and directors, and firm strategic investment. 
 
Summary Internal 
Many consider Solo as the Norwegian national CSD. This however, is not mirrored in their 
home market share (4,2 %), as they compete with the world’s biggest global soft drink brands. 
Solo is in a phase of trial export. They are currently experimenting with the brand profile in a 
market outside their own. They have through these international campaigns proven to be very 
positive and adaptive towards foreign cultures, as well as experienced in terms of modern 
marketing. Solo has eight decades of experience from the Norwegian CSD market, and with 
their inclination towards cultural adaptation, this could be profitable to translate into German. 
This shift towards a new marketplace requires determination and investment from the board 
of directors at Ringnes. 
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External analysis  
In the following section, Solo´s external environment will be examined using the PESTE- and 
Porter’s five forces frameworks. After the internal factors have been examined, it is important 
to include the analysis of the external environment to get a complete overview of the 
company’s situation. Additionally, information about the German soft drink market will be 
provided. 
The German CSD market 
Introducing the external part of this bachelor thesis we provide facts about the German CSD 
market. CSDs play a significant part in the German food-and-drink sector. In 2013 the CSD 
market generated a $11,214.5 million revenue. This revenue reflects a compound annual 
growth rate (CAGR) of 1,8 % since 2009. Although the annual growth has been low, it 
trumped for example the French CSD CAGR by 0.8 % (Marketline Industry Profile 2014).  
The volume of the total German CSD market grew cumulatively in the period 2009-2013 by 
1,6 %, and reached 11,497.0 million liters. In 2013, an average German person consumed 
125,5 liters of CSDs. 
 
Among the various types of products on the German CSD market, fruit-flavored CSDs proved 
in 2013 to be the favorite. This CSD category held 53 % of the total market value. Second 
biggest was the regular cola carbonates category, which amounted to 27 % of the total market 
(Marketline Industry Profile 2014). 
 
The Coca-Cola Company had the biggest market share in 2013, although they were not the 
only provider of the cola flavor. A 38.3 % of the whole German carbonated soft-drink sector 
was theirs. The only other international brand worth mentioning in relation to Coca-Cola is 
PepsiCo, with a 13.1 % hold of the total market (Marketline Industry Profile 2014). 
 
PESTE Analysis 
We have chosen to incorporate the PESTE analysis in the thesis to examine the environment 
and explore some of the relevant factors influencing the German soft drink market. The legal 
factors are not relevant for the thesis, and have therefore been removed. The PESTE analysis 
includes five factors – political, economical, social/cultural, technological and environmental. 
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These are the external aspects that shape the environment of a company. Moreover, not only 
is the company as a unit influenced, also the stakeholders and all actors in the 
microenvironment are affected by the PESTE factors. The information gathered through the 
PESTE framework can be used to change the current and future strategy of Solo (Yüksel 
2012). 
Political factors 
Political factors are about how and to what degree a government intervenes in the economy, 
and can have an influence on marketing decisions. The political environment consists of laws, 
government agencies, and pressure groups that influence and limit various companies and 
individuals in a given society (Hollensen and Opresnik, 2010, p. 62). Moreover, it also 
includes government policy, political stability or instability in overseas markets, foreign trade 
policy, tax policy, environmental law, trade restrictions etc. Solo needs to be able to respond 
to the current and anticipated future legislation, and adjust their marketing policy accordingly. 
 
Today, the most influential factors related to international trade within the European Union 
are the European Economic Area. Norway is, since 1994, a part of the European Economic 
Area and therefore the inner market of EU. This provides Norwegian companies with the 
opportunity to sell in the European market without custom duties. This is important for Solo, 
to have equal opportunities and cost level compared to domestic companies, if entering the 
German CSD and potentially selling products to wholesalers and/or retailers. 
 
An additional factor related to the political part of the PESTE analysis is Norway´s 
generalized tax on sugar. Producers in Norway have an added sugar tax in all sold products, 
currently at 7,05 NOK per kilogram. Germany, on the other hand, has no such tax, meaning 
that the producers costs can be lowered, compared to domestic sales. However, the 
introduction of sugar taxes have been debated among politicians, nutrition researchers, 
Deutschen Gesellschaft für Ernährung (DGE), Deutsche Diabetes Gesellschaft (DDG) and 
Minister for Consumer Protection, to mention some. If it turns out that there will be an 
amendment in the regulations that Germany has today, it could cause economic consequences 
for the German CSD market (Gundlach 2012, thueringer-allgemeine.de 2015, Avgift på 
sukker 2012). 
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Economical factors 
Economical factors affect the consumer's buying power and spending patterns. Businesses are 
directly affected by national and international economies, for instance by interest rates and 
cost of borrowing. Although some of the countries in Europe use the same currency (Euro), 
some are still traded and volatile. This applies for Solo, since Norway does not participate in 
the monetary union. This can create a situation where Solo has costs in NOK and revenues in 
Euro, if Solo decides to enter the German CSD market. If the Euro depreciates or appreciate it 
will have an impact on Solo’s profit. Therefore interest and exchange rates can have 
significant implications for sales revenues and hence the profitability of a company’s 
international operations (Hollensen and Opresnik, 2010, p. 64). 
 
Germany is the largest economy in Europe and the 4th largest economy in the world. The 
unemployment rate was 4.9 % in the beginning of 2015, which is the lowest percentage 
Germany has had since the 1980s. A growing economy is positive information for Solo 
because consumers with a higher income will have greater purchasing power, thus leading to 
potentially larger revenue for Solo. Solo prices their products at the same level as their main 
competitors in the Norwegian CSD market. Furthermore, if they consider expanding to the 
German market it is important to be aware of the exchange rates, inflation and other economic 
factors that can affect the business. 
 
In Germany there has been a positive growth in the CSD market for the past few years, which 
also means there is a potential market there for Solo. Usually, the consumers buy their CSDs 
at supermarkets and other discounters. German consumers tend to look for the best prices, and 
this is something Solo needs to be aware of if entering this market. Solo is currently produced 
in Norway, but after a potential entry to the German market, they would presumably lease 
production in Germany where the production- and labor costs are lower. This also applies for 
the transport costs, as they would have a significant decrease. Furthermore, this improves the 
balance in the currency exposure, in other words, the costs and revenues in Euro.  
 
According to a country report about soft drinks in Germany, the new product developments in 
2014 were lower than previous years. There were only launched new variants and extensions 
of already existing brands (Carbonated Soft Drinks in Germany 2014). This means that Solo 
has less risk to meet other potential new entrants in the market at the same time. Some new 
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products from already existing brands might occur, but Solo might be the only new brand in 
this market.  
Social factors 
“The social and cultural environment is made up of institutions and other forces that affect a 
society’s basic values, perceptions, preferences, behaviors as well as population growth, age 
distribution and other elements, which in turn can affect marketing decision making” 
(Hollensen and Opresnik, 2010, p. 64). With these, Solo can comprehend how consumer 
needs are shaped and what brings them to the market for a purchase. 
 
The social factors in a company’s external environment are of great importance regarding to 
reach customer segments. Analyzing changes in community attitudes, social standards, 
interests and available resources will help a company in identifying profitable customer 
groups. The German market is not only a place of business, but (like every market in the 
world) a place of intricate social interaction (Yüksel 2012). 
  
Aging population 
As many western industrialized countries, Germany experienced a “baby-boom” during the 
late sixties. Since then the fertility rate of native Germans has dropped significantly. An aging 
population has powerful influence on the social factors of the country. The age 50+ 
demographic segment is growing rapidly (Lindel 2014). Their buying attitudes are more 
conservative than the younger, something marketers need to mirror in their market approach. 
The collision between the young and old generation raises questions for example about future 
brand equity versus the financial strength of the 50+ segment (Health and Wellness in 
Germany 2014).  
 
Health trend 
Germany is influenced by global trends. International and national trends shift from 
generation to generation, annually, monthly, and even weekly. They are very important to 
understand the social factors of a country. For example, information on health and wellness is 
at nearly everyone’s disposal, changing the average consumer’s perception on food, drink and 
overall lifestyle. Tackling hurdles like the growing obesity rate, cholesterol and heart disease, 
the German population has shifted during the last decade, concerning the national diet and 
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way of life. Two-thirds of all Germans see a direct link between nutrition and health (Lindel 
2015). 
The customer is moving away from sugar, reconstitution juice and calories towards non-
sugars, not-from-concentrate juice and non-caloric drinks.  New products are regularly 
launched, adhering to existing health and wellness trend or covering new segments. Currently, 
health and wellness trends are increasingly driving the demand in the German soft drink 
market (Health and Wellness in Germany 2014). To summarize; this increase in product 
variety is due an increasing spread in customer preference. An example of this spread in 
preferences can be seen in the demand for artificial sweeteners. The use of sweeteners like 
aspartame was a part of the early CSD health trend and would be the beginning of a new 
segment. The use of these types of sweeteners is currently being challenged by yet another 
new segment again, demanding that we return to natural sweeteners. 
 
These are factors Solo should recognize while producing, selling and creating Solo-products 
for the German market. It would be highly recommendable for Solo to take the importance of 
health and wellness trends into consideration. Moreover, the demand for sugar containing 
CSDs might decrease, which is an important factor Solo should take into consideration. 
According to Washington post, an average German person consumes 102,9 grams of sugar 
each day, only surpassed by the United States. Even though the German population consumes 
large amounts of sugar, the health and wellness trend does affect the demand for sugar 
containing CSDs (Ferdman 2015). 
Technological factors 
Technological factors might be the most important force shaping the company’s future today. 
This involves creation of new technologies, generating new products and market 
opportunities. In particular, newer technologies (e.g. computers and Internet access) have a 
major impact on marketing, leading to time scarcity, the “death of distance”, the fact that 
people in more isolates cities seem more likely to use the Internet (Interactive marketing, 
lecture notes), and changing the competitive structures of industries significantly (Hollensen 
and Opresnik, 2010, p. 65).   
 
On account of Solo´s expansion plan on an international scale, including Germany, it is 
essential that the company follows the rapid technological development. For example by 
utilizing the social network Facebook and other media, Solo shows that the company is 
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interactive and meets its customers. By following the developments of technology, Solo can 
increase brand recognition and brand engagement. 
A study from Marketing Center Münster & Roland Berger Strategy Consultants, examined 
how important different information sources was for the German population before making a 
purchasing decision. When purchasing groceries, recommendations from family and friends 
was an important factor. Then came the Magazines & Newspapers followed by TV, Internet, 
Public Advertising, Personal Selling, Direct Marketing Instruments, Social Media and Radio. 
In this study, German Internet users account for 76,5 % of the German population. The study 
also examined the distribution of social media among German Internet users, where as many 
as 71 % of them use Facebook, and 78 % of them use it on a daily basis. 39 % of the German 
Internet users use Youtube, 6,7 % use Instagram and 6,5 % use Spotify. 64 % of the 
Instagram users in Germany are women. Facebook, Instagram and Spotify are social media 
channels Solo has used actively in their advertising and campaign promotions. Moreover, 
among the German Internet users who used Instagram, more than half of them used it on a 
daily basis, and Spotify has grown 171 % since 2012, which are positive numbers considering 
the amount of advertising Solo uses on these platforms (German Digitalization Consumer 
report 2014). 
Environmental factors 
The Environmental factors of the PESTE analysis contain the external climate in regards to 
energy, waste management, recycling and overall the natural environment in which the 
German CSD market operates. 
 
Germany is in the lead of the growing trend of environmentalism and green energy. 
“Energiewende” is a term created by Germans describing the trend of using clean energy. 
However, the term does not only refer to the production of energy, but also describes the 
managing of waste produced. Plastic bottles are one of these waste products and they are an 
essential part of Solo’s output. This makes the “environmental” part of the PESTE analysis 
very relevant in analyzing the surrounding factors that may affect Solo in Germany.  
 
“Pfand” in German is the Container-deposit legislation (CDL) and provides legislation for any 
law that requires collection of a monetary deposit on CSD, juice, milk, water, alcoholic-
beverage, and/or other reusable packaging at the point of sale. 
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If Solo has a desire to be pictured as an environmental friendly company, they should 
consider being responsible for taking back the packaging of their CSD products. Solo should 
also consider setting target for refilling and recycling rates. Refillable containers account for 
more than 45 % of all drinks sold in Germany. They are more environmental friendly than 
zero-waste bottles because they can be refilled 40 to 50 times (Bottle Bill Resource Guide 
2015). This means a 15 cent cost increase per bottle (0,5) bought by the end-user, but also 
adds an environmental angle to Solo's project in Germany (15 cent with zero waste bottles, 25 
cent with normal plastic bottle). 
Summary PESTE 
The five factors mentioned above are the most critical aspects of the external environment 
Solo can expect on the German CSD market. They pose opportunities such as EEA tax 
exemptions, high soft drink consumption and the use of low-cost zero-waste bottles, or threats 
such as a conservative, aging population. Some factors can waver, such as the exchange rate 
of currency.  
 
Porter’s five forces 
Having examined the PESTE factors it is logical to turn to the competitive side of the external 
analysis. Therefore, we have chosen to include Porter’s five forces in our thesis. This analysis 
consists of the four aspects of competition in a market, ultimately analyzing the attractiveness 
of said market (the market competition as a whole). Buyers, suppliers, new entrants and 
substitutes all possess distinctive traits that would affect Solo if they enter the German CSD 
market. It is important for Solo to keep these factors in mind if they attempt to create a 
German market presence. 
Bargaining power of buyers 
Buyer’s bargaining power is big when there are several alternatives and the switching costs 
are low. Buyer’s bargaining power is also determined by factors such as whether the products 
are standardized or not, if buyers are well informed or if they are price-sensitive, or demand is 
weak (Porter 2008). 
 
Historically, the German B2C business has been dominated by price-driven discount stores 
and high standardization (Barth 2002). German consumers are more price sensitive than its 
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European counterparts (Lyddon 2011). This is seen in the German CSD market as well, 
whereas discounters continue to lead in sales. The difference however, is that the product 
variety of the German CSD market is predicted to grow (MarketLine Industry Profile 2014). 
This opens for super- and hypermarket as stronger competitors in an increasingly diversified 
marketplace, as they operate not only on price. 
 
In the German CSD marketplace, a strong sense of brand consciousness works against the 
bargaining power of the retailers- both discounters and super- and hypermarkets (MarketLine 
Industry Profile 2014). Strong brand loyalty in the consumers decreases the bargaining power 
of the stores, and increases the position of the supplier. An example of this is Aldi introducing 
Coca-Cola in 2012, realizing the impact brand loyalty has (The Local 2012). The bargaining 
power of the buyer is evaluated as moderate. 
Bargaining power of suppliers 
The power of a supplier is influenced by several elements. Factors such as price, quality, and 
industry participants all affect the suppliers bargaining power. For example if the cost of 
switching is high, the buyers lose bargaining power to suppliers. However, if the cost is low, 
buyers may find it easy to play suppliers against each other (Porter 2008). 
 
The producers in the German CSD marketplace need a string of ingredients. That includes 
sweeteners such as sugar or sucrose, and in many cases aspartame and saccharin. Most of 
these ingredients are available from several sources. Although they can be sourced from more 
than one supplier, the manufacturers are vulnerable to instabilities in the market. Artificial 
sweeteners such as Aspartame can be purchased from only a selected few suppliers, it can be 
substituted with other artificial sweeteners (MarketLine Industry Profile 2014). As stated in 
the social factors of the PESTE analysis, the demand for both natural sweeteners and 
alternative artificial ones are also increasing. The bargaining power of the suppliers in the 
German CSD market is assessed as moderate. 
Threat from new entrants 
Threats from new entrants cause existing brands to hold down their prices or boost 
investments to deter new competitors. New entrants want to gain market share that puts 
pressure on price, costs and the rate of investment necessary to compete (Porter 2008). 
 
39 
 
Demographic changes and a mature market make way for big changes in the buyer-supplier 
relationship. As stated before in this external analysis of the CSD market in Germany; a 
purely standardized and price-driven market seems to gradually shift towards becoming a 
more diversification-driven one. This shift may open for new entrants and new products in the 
future (Carbonated Soft Drinks in Germany 2014). 
However, major international brands are deeply imbedded almost all segments of the CSD 
market. In addition, these big brands have been known to launch and discontinue “niche”-
product according to trends. Enjoying the economies of scale from a global marketplace 
enables market players like Coca-Cola to compete on all levels regarding everything from 
product to price. 
 
The character of the market requires considerable marketing campaign to acquire and 
maintain brand equity and brand loyalty (MarketLine Industry Profile 2014). Entering a 
market like the German CSD market without any initial brand recognition would be a 
substantial task considering the brand loyalty of the major players. Concluding; the current 
threat from new entrants in the German CSD market is weak. 
Threat from substitutes 
Substitutes are products that differ from your product, but they serve the same purpose. The 
threats from substitutes are easily to overlook, as they often appear to be very different from 
your product (Porter 2008). 
 
There are several CSD substitutes available in Germany. Some examples of these substitutes 
are; bottled water, non-carbonates, Juices, RTD (ready to drink) tea or coffee, and energy 
drinks (Carbonated Soft Drinks in Germany 2014). According to Germany Trade & Invest, 
the European soft drink sector scored as number three on the “most innovative food sectors 
2013”- only beaten by Dairy and ready-made meals (Marketline 2014).  
 
The Market norm among large players has been to lower the risk of substitutes by offering a 
broad specter of products. Companies like Coca-Cola offers a selection of soft drinks, 
minimizing the risk of customer migration (MarketLine Industry Profile 2014), as well as 
increasing their economies of scope.  
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As mentioned earlier, the health and wellness trend is a factor that must be accounted for in 
the German CSD market. An increased focus on fitness and health may persuade CSD users 
to seek substitutes. Increasing the product assortment offered to include healthier alternatives 
is a way to decrease the migration of customers. Overall, the threat from substitutes is high. 
Internal competition in the market 
The German CSD market is the biggest in Europe in its sector. It is a fragmented market, 
where the leading two players hold 51,3 % of the volume of the total market (MarketLine 
Industry Profile 2014) 
 
Some companies have less freedom to slow down in times of limited growth because of high 
fixed costs due to specialized production facilities and campaigns (MarketLine Industry 
Profile 2014). Economies of scale favor global market players, producing at high levels. The 
CSD market favors expansion and mass production, and pits the market players against each 
other in direct conflict. That conflict is due the limited number of customers. However, the 
limited number of players in the German CSD market weakens the rivalry. Specializing on 
specific segments of the market through increasing differentiation and brand loyalty secures 
each player’s place in the market. The internal competition in the German CSD market is 
assessed as moderate. 
Summary Porter’s five forces 
Taking all the five factors into consideration, it is essential for Solo to consider the extensive 
marketing required to gain brand loyalty and recognition on the German CSD market. The 
low threat of new entrants may be reflected in the high market share of the two biggest 
players. Solo should therefore carefully consider specialization through diversification to 
separate their product from the major brands. 
 
Summary External 
The German CSD market is a vast sector with competition from big international players as 
well as local and national breweries. It is a marketplace with high threats of substitution- 
currently even more so, taking the health and fitness trend into account. As the focus of the 
consumer changes, the supplier needs to adapt with it. However, with these trends in mind, 
the German CSD market remains a price-driven marketplace.  
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SWOT – analysis 
In the following part of the thesis, the different pieces from our analyzes will be added 
together to a summary. Therefore, we have chosen to implement our findings into a SWOT 
analysis. It is a structured tool for evaluating the strategic position of Solo, by identifying 
strengths and weaknesses based on the internal analysis, and opportunities and threats based 
on the external analysis of the company. By using the previous collected information from the 
internal and external analysis, one can utilize the external opportunities and avoid external 
threats (Hollensen and Opresnik, 2010, p. 27). 
Strengths 
It is necessary for Solo to determine their strengths to build their competencies and their 
competitiveness. The strength tells us what the organization is good at doing, or it can be 
something that gives the company particular credibility and market advantage (Baines and Fill 
2011, p. 162). Strengths describe internal skills and resources that Solo should seek to exploit. 
One of Solo's strengths is that the products they produce have natural fruit juices and coloring 
ingredients. They also have a higher amount of oranges in their CSDs compared to one of 
their main competitors Fanta. The content of oranges is actually twice as high; furthermore, 
this results in more natural sugar, which can be used as a point of difference (POD) in their 
marketing strategies.  
 
Another strength is that Carlsberg, a company with many years of experiences, owns Ringnes 
who in turn owns Solo. Solo can use this to their advantage and learn from them. Instead of 
doing all the beginner mistakes that are common practice in the trial phase, the company can 
learn from their owners’ experiences. 
Within the company, Solo has a very creative marketing team who has developed marketing 
campaign with good results. They know how to create awareness and participation among the 
Norwegian consumers; furthermore, we hope that this can be done in Germany with positive 
results. The company also has a lot of experience with using specific channels to reach their 
targeted segments. Solo is a great user of social media and alternative marketing channels; 
furthermore, they have eight decades of experience in Norway in this area. Looking at the 
internal and external analysis, we conclude with that Solo has a successful company profile 
based on critical success factors that can be used in Germany as well. 
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Weaknesses 
A weakness for Solo would be something that the company lacks or performs in an inferior 
way in comparison to others, and should therefore be addressed (Baines and Fill 2011, p. 
162). Solo is currently only operating in one market, which leads to less experience about 
foreign and international markets. They tried to expand to the US without significant success; 
moreover, the lack of experience is one of the most crucial weaknesses for Solo. If the 
company chooses to create awareness and expanding to new markets, they will still be in the 
trial export phase during the beginning of their internationalization process. Here, the 
economic profit might be negative. The fact that it is a relatively small company can also be 
seen as a weakness. The nature of the German CSD market favors expansion and large scale 
production, so the lack of mass production and subsequently economies of scale is a 
disadvantage in a market with global players.  
Opportunities  
Opportunities are customer needs that are not yet been satisfied by the market that a company 
easily can meet successfully (Hollensen and Opresnik, 2010, p. 27). It might be interesting 
trends which Solo can take advantage of. Other opportunities include changes in technology 
and markets, government policy and regulation, local and global events, and also use of 
marketing or promotional techniques to boost the business. Social factors like population 
fluctuation and lifestyle changes can also affect the opportunities for Solo in Germany. 
Opportunities are external market possibilities in the firm´s environment that should be 
pursued using strengths. 
 
Solo will experience many opportunities in the German market. First of all, according to our 
survey findings, we recognized that Germans find Norwegian products interesting, moreover, 
they associate Norwegian products with high quality. These beneficial facts can lead to great 
opportunities for the company. 
Furthermore, fruit flavored CSD constitutes the largest part of the German CSD market (53 
%) followed by Cola as the second largest market. The market size tells us that Solo can 
possibly enter a big market with many potential consumers. 
Another opportunity is the growing health trend in the German consumer market. The fact 
that many of the survey respondents care about their sugar content in their CSD, can be seen 
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as an opportunity instead of a threat. After establishing the brand name in Germany, Solo can 
focus on introducing more products. Taking advantage of the health and fitness trend, Solo 
can for example introduce the Solo Super, the sugar free alternative to the original CSD. 
Although there is a growing health trend, the German population is still among one of the 
most sugar consuming countries in the world. One can therefore conclude with that the major 
consumption of sugar is an opportunity for Solo. 
Threats  
A threat is something that at some time in the future may destabilize and/or reduce the 
potential performance of the organization. Threats need to be nullified, for example by 
building relationships with key contractors (suppliers) and selected larger media houses; these 
threats might be dissipated, and even developed into strengths (Baines and Fill, 2011, p. 163-
165). They are external forces, which the organization should protect itself against (Ellis 
2011, p. 169). 
 
One of Solo's threats is that the CSD market in Germany is a mature market with many strong 
competitors. Therefore, it may be challenging to reach out to potential consumers among the 
already existing competitors. Furthermore, a CSD is mainly characterized as a low 
involvement product. Most consumers do not spend their day thinking about CSDs. However, 
the thoughts may first come to mind when they feel a current physiological need, like thirst. 
Consumers also tend to buy brands they already know, which may be a threat for Solo in the 
early entry stages. Moreover, one possible threat is the lack of brand knowledge. They have 
never been in this market before, and therefore the brand equity is low. It is therefore crucial 
to establish good brand awareness in the early stages of their internationalization process.  
 
One final possible threat for Solo is the developments in health trends that have been 
recognized during the last years. A possible hazard for shifting from sugar containing CSDs 
to presumed healthier products might occur. 
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Strategy 
In this final part of the thesis, we will construct a strategy and our recommendations for Solo. 
It is crucial that Solo is aware of advantageous opportunities in the German market, and 
which threats they should be aware of. These factors have been carefully considered when 
composing strategy and recommendations. Solberg’s nine strategic windows provide that 
information. 
 
Solberg’s Nine Strategic Windows 
Solo as a part of a global marketplace can be recognized and analyzed using Solberg’s nine 
strategic windows. The goal of this analysis is to identify different strategies to successfully 
enter/establish a product in the global marketplace. In other words the analysis contains 
guidelines to prepare globalization with strategies suitable for the individual company’s 
situation (Solberg 2010, p. 155). The model shows Solo’s position in the market and how they 
should structure their strategies for further globalization, based on the chosen window.  
 
Seek new business areas Prepare globalization Strengthen your global 
position 
Consolidate position in 
established markets 
Consider expansion in new 
markets 
Seek global alliance 
Stay in 
home market 
Seek niches in international 
markets 
Prepare for 
possible acquisitions 
 
Figure 13: Solberg's Nine Strategic Windows (Solberg 2010, p. 149) 
 
We place Solo in “seek niches in international markets” and “consider expansion in new 
markets”. “Seek niches in international markets” is reserved for companies with poor 
international experience, but are still located in a market where global competitors are 
strengthening their market position. In this window it is recommended to seek small niche 
markets to gain a market position among all the big global competitors (Solberg 2010, p. 
151). In Solo’s case a niche could be that they are a Norwegian product.  
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In the window of “consider expansion in new markets” we find the companies who have 
found a small international position and has started to develop an international business 
culture. The company should establish networks and market positions in strategic primary 
markets to gain brand knowledge with customers. This might seem bold, but if a company 
wants to survive as an independent participant in the global market it is important to build 
competitive advantage against the big competitors (Solberg 2010, p. 151). 
 
Strategic Recommendation 
This part of the thesis suggests the best possible way to reach the strategic objectives set for 
Solo in Germany. All aspects of our thesis to this point have been thoroughly reviewed 
leading up to the final recommendations. 
Entry strategy 
Solo has not yet established any means of distribution in Germany. Looking at the different 
entry strategies in Bakka Internationalization model, we place the company under Trial 
Export “Piggyback”. As Solo is owned by Carlsberg, a company with experience in German 
distribution, it would be very beneficial to exploit that knowledge. Solo should take on a 
market-driven approach, using all information available concerning the German carbonated 
soft-drink market. 
 
With a market-driven approach in mind, our external analyzes reveals that the German 
consumers have created a very price-driven society, and our survey shows very clearly that 
they are very concerned with taste and sugar. Price and taste, as one can logically deduce, are 
superior to any other factor concerning soft drinks. We assume that competing solely on price 
(as Solo is a small foreign company) is not profitable. Contrary to the price-driven German 
culture, our survey showed that consumers were willing to pay a price premium for a new and 
innovative product. The survey also shed light on German willingness to try Norwegian 
products, which was very positive. Solo must use this information and link it to its product. 
 
The marginal increase in the German customer’s willingness to pay when a product is “new 
and innovative” is a profitable opportunity. Solo can link that idea to the Norwegian aspect of 
Solo and subsequently take advantage of that opportunity. Solo uses natural coloring and fruit 
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juices, low sugar content (compared to the top competitors), and is reportedly one of the 
favorite soft drinks in Norway (Ulveseth 2010). These are key points in the first engagement 
with German consumers. 
 
In conclusion, it is crucial that Solo quickly establishes comprehensive and easily accessible 
brand name recognition in Germany. Brand equity and taste are two essential reasons for 
customers to pay a price premium, but brand equity is the persuasive factor that creates the 
first buying situation. This brand equity requires heavy initial investments in marketing to 
create “top-of-mind” recognition. 
Segmentation 
The German soft drink landscape is quite similar to its Norwegian equivalent. With the 
exception of a bigger consumption per capita in Germany, the demographic factors are 
similar. CSDs are drunk most frequently amongst young adults both in Norway (15-24 y/o.) 
and in Germany (18-29 y/o.). In both countries men have a tendency to drink slightly more 
than women. The soft drink industry is being influenced by health and wellness trends 
equally, and Norway is experiencing a growing demand for a more diversified soft drink 
sector in the same manner as Germany. Holistically, the similarities are significant enough so 
that Solo does not need to fundamentally change its strategy when interacting with German 
customers. 
 
Our recommendation is that Solo should target young adults through appropriate channels 
such as social media, guerilla marketing and innovative PR-stunts, like they have done both in 
Norway and in California, USA. They should invest so that young potential customers 
associate Solo with their culture, trends and interests. 
 
Marketing mix 
Product 
The attributes of Solo’s product line must mirror the needs and expectations of the German 
CSD drinking community. Based on the empirical research we have conducted, we 
recommend that Solo should initially focus on their two main products; the regular 0,5 liter 
and the 1,5 liters bottle, both in recycled refillable bottles. As mentioned earlier the refillable 
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0,5 bottle only requires a container deposit of 15 cents. Only introducing two different sizes 
of bottles will save costs and make it easy to relate the product to potential marketing 
campaigns.  
 
Using the information we have gathered in our survey we deduce that the Norwegian aspect 
of Solo contains significant potential. The German survey respondents were very interested in 
trying Norwegian products, a number that had a positive correlation when the correspondents 
had already tried a Norwegian product. Our second recommendation regarding the product is 
to brand each bottle with a Norwegian flag. It could for example be incorporated as a part of 
their logo in Germany, which according to our research might evoke interest in the buyer. 
Presented in appendix 3 is an example of the Norwegian aspect of Solo incorporated in the 
logo. 
 
We recommend that after gaining an initial foothold in the German CSD market, Solo should 
release the sugar free alternative Solo Super. This release should be strategically executed, 
further analyzing the most profitable container for this alternative CSD. Furthermore, based 
on how the Germans respond to the 0,5 liter and 1,5 liters bottles, Solo should assess the 
possibility of introducing the 0,33 liter box. Increasing the product variety both in content and 
container will minimize the customer migration. 
 
The product assortment we recommend for the German CSD market is as follows:  
Initial product assortment: (1) 0,5 liter zero-waste bottle Solo regular, (2) 1,5 liters zero-
waste bottle Solo regular. 
Potentially successive product assortment: (3) 0,5 liter zero-waste bottle Solo Super, (4) 
0,33 liter box Solo regular. 
Price 
Solo’s pricing in Germany is briefly mentioned above in the entry strategy, as it is a vital part 
of establishing a satisfactory brand profile. Balancing between cheap and exclusive is a very 
challenging task, but we are certain that “cheap” is not the advisable way to gain market 
share. However, without any initial brand equity, we discourage Solo from pricing their 
products too expensively in relation to their big international competitors (e.g. Fanta). Pricing 
the soft drink slightly higher than its leading adversaries will create a desired price 
association. Whereas one liter of Fanta costs 1,24 € (0,99 € + 0,25 € container deposit) at 
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REWE (Rewe product list 2015), our survey respondents answered accordingly that they 
would be willing to pay between 1,26-1,75 € for 1 liter of their favorite CSD.  
 
Our price recommendation is based on the survey findings, showing that the willingness-to-
pay increases by 25 - 50 cents when introducing the same scenario only switching the word 
“favorite” CSD with “new and innovative”. Looking at the price of a 0,5 liter bottle of Fanta 
at Rewe, costing 1,14 € (0,99 € + 0,15 € container deposit) we recommend that Solo should 
price its regular 0,5 liter bottle of Solo at 1,50 € (1,35 € + 0,15 € container deposit). 
It is a recommendation based on the assumption that the increase in willingness-to-pay can be 
directly linked to the Norwegian aspect of the soft drink, and that the price premium is 
therefore justified. 
Place 
It is essential that Solo is accessible to the consumer in the buying situation. That accessibility 
requires a strategic placement. We recommend that Solo should not be sold at discount stores 
such as Netto, Aldi or Lidl. This proposal is due to the chance of low-price association. 
Distinguishing Solo from price-driven “knock-off” brands is crucial in establishing a 
thorough brand profile. They should focus on higher priced retailers such as supermarket and 
hypermarkets (e.g. Basic Bio, REWE). Based on our empirical research (survey), we found 
that over 80 % of all respondents answered positively when asked if they usually bought their 
CSD at the supermarket. Placing Solo at these locations would also resonate with the brand 
profile it has in Norway, and the brand profile we recommend they continue to use while 
entering the German soft drink market.  
 
Exclusivity also includes the environment in which a product is acquired. Supermarkets and 
hypermarkets generally hold better standards than retailers in Germany. This is intentional, 
based on the critical success factors the store has chosen to rely upon. Like our 
recommendation for Solo, super- and hypermarkets depend on a marginal price increase in 
exchange for an increased assortment, service and quality, whereas Solo should exchange that 
price increase for quality, taste and brand association. 
Promotion 
The purchase of a soft drink is a moderately low-involvement buying situation for most 
consumers. Getting the initial attention of the targeted segment is often the problem 
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newcomer companies struggle with. We highly recommend that promotion should be 
entertaining and current, easily gaining the attention of the target segment. It is paramount 
that the factual messages concerning the product are clearly conveyed in the buying situation. 
That increases the likelihood of the message resonating with the customer. This information 
must be easily accessible. Messages such as “natural coloring” can create active participation 
and thoughts in the consumer, associating Solo with health, and creating a distinction between 
it and other brands.  
 
On the other side of the low-involvement axis is the affective buyer (Consumer behavior, 
lecture notes). We assume that the buying of CSDs often is a spontaneous action affected by 
self-reward, momentary craving and/or habit. We recommend that Solo should make German 
television commercials, focusing on association and low-involvement stimuli. Creating 
colorful and enjoyable television commercials will subconsciously move Solo towards a top-
of-mind spot. Creating a “Solo experience” with consistent and holistic marketing campaigns 
will help Solo create affection for the brand.   
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Final recommendation 
The following is the final part of this bachelor thesis. It is the essence of our research on the 
topic of Solo’s potential as a part of the German soft drink market. For the readers to easily 
link the most crucial points of this thesis to the objective, we would like to re-introduce the 
strategic problem definition: “How can Solo AS successfully expand to the German 
carbonated soft drink market, and build a sustainable position in said market?” 
 
Based on the research we have conducted, Solo possesses a very positive attitude towards 
global expansion. Looking at their marketing campaign history, we can deduce that they are 
active risk takers, willing to invest heavily in marketing. This is a very powerful component 
in this particular marketplace, namely the German CSD market. Solo has also proven to be 
reactive towards foreign culture and trends. The experience in social media that already exists 
in the firm is substantial and translates very well into German culture. 
 
For Solo to successfully enter the German market, it must first identify the most profitable 
segment, and find ways to target that segment and connect with it. We have identified the age 
group of 18-29 as the most significant in terms of CSD consumption. Said demographic 
segment is the group most influenced by social media and trends, a factor that we believe 
Solo can take advantage of. 
 
Through our survey we established that the Norwegian aspect of Solo is important. We 
consider it one of Solo’s most critical success factors. Intertwining this “country of origin 
effect” in the brand profile will increase the attractiveness of the products, which can be done 
by using the Norwegian flag on their products.  
 
It is highly recommendable that Solo should take advantage of the health and wellness trend. 
Underlining benefits of the soft drink through on-the-scene marketing is an effective way of 
reaching buyers in the purchase situation. Introducing the sugar free alternative Solo Super 
would meet the demands of health-and-fitness oriented consumers.  
 
All research points towards a positive outcome for Solo, if they chose to enter the German 
market. However, that choice demands both dedication and investment. The dedication must 
be company-wide and influence every decision made. The investments must be done 
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strategically and systematically to create exposure and brand equity. These types of market 
entries are not necessarily profitable in the short term, taking the heavy marketing into 
consideration. Nevertheless, we believe that marketing should be viewed as directly investing 
in brand equity, increasing the value of each customer. 
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